Customer orientation is essential for long-term success competing between sports organizations in this dynamic business world. Perception of customer behaviour might be essential providing a competitive advantage of sport's organization. Customer orientation in strategy might increase customers' loyalty which is important for companies striving for survival and strengthening their competitiveness in the market. Customers' of sport's organization might behave differently according to the type of sport and even gender of sport's team. In this case, customers' (fans') behaviour of women's volleyball is analysed as an important factor in exploring its image. The aim of this article is to perceive the influence of the customers' behaviour in Lithuanian women's volleyball to its image. There was done sampling using a questionnaire with women's volleyball customers. So, we can suggest, that customer loyalty is related to the image of the sport's organization or team. The results of the research showed that women's volleyball is not a very popular sports game among Lithuanian people. Besides, according to the findings, the main customers of Lithuanian women's volleyball are retired professional players of volleyball and their family members. Thus, Lithuanian women's volleyball image has to be improved and firstly paying attention to customers' behaviour. Strong and statistically important Pearson correlation of the image of women's volleyball and public relations (as advertising and sharing information) shows that greater the image of women's volleyball needs greater attention and investment to public relations. Scientifically research results have a value of specific research of women's volleyball image in Lithuania. Furthermore, these research results could be applied to the practice of sports management while creating a strategy for the image of women's volleyball.
Perception of customer behaviour might be essential providing a competitive advantage of sport's organization too. Image of organizations is essentially trying to differ from others and it is a competitive advantage (Abd-El- Salam, Shawky, El-Nahas, 2013) . Accordingly, customer orientation in strategy might create value for customers and increase customers' loyalty (Papaioannou, Macheimari, Kriemadis, 2016) .
Customer behaviour has been one of the most widely examined research areas within the realm of sport, with research focused on how fans as consumers are drawn or motivated to attend sporting events, purchase sports products, or exhibit other forms of consumer's behaviour (Keaton, Watanabe, Ruihley, 2015) . But customers of sport's organization might behave differently according to the type of sport and even gender of sport's team (Keaton, Watanabe, Ruihley, 2015) . Even more, the motivations and identifications displayed by consumers to sports entities can often change based on the type of sport and other factors. Because consumers display such a wide range of behaviour within a sports context, it is important that each group be specifically targeted through focused research and understanding (Keaton, Watanabe, Ruihley, 2015) . In this case, customers' (fans') behaviour of women's volleyball is analyzed as an important factor in exploring its image. There are some researches about sports organization's image (Iconomescu, Mindrescu, Badau, 2014) and even women's volleyball (Zapalac, Zhang, Pease, 2010) where scientists noted about lack of researches analysing customer behaviour of women's volleyball. However, there are not much of the researches about sports organizations especially in Lithuania and its sports. Analyzing researches made by Lithuanian scientists (Virvilaitė, Dilys, 2010; Atkočiūnienė, Boculo, 2011) there could be mentioned that there are separate researches of image in the separate sports or sports organizations or male gender (Tabatabaeian, Khabiri, Rasooli, 2018; Žibinskaitė, 2009 ) without deep concentration on the aspects of consumer behaviour. Especially this lack of researches is felt in the popular sports -women's volleyball. For this reason, the scientific problem formulated in this article is how the behaviour of Lithuanian women's volleyball customers contributes to the image of women's volleyball.
The object of this article is the perception of customer's behaviour in women's volleyball. The goal of this article is to perceive the influence of the customer's behaviour in Lithuanian women's volleyball to its image. The aim of the article is achieved by two objectives: 1) to reveal customer's performance exploring the image in the sport; 2) to survey customer's behaviour influencing the image of women's volleyball in Lithuania. Accordingly, there was used such methods as the sampling of the questionnaire, comparative analyses, content analyses, reliability analyses Cronbach-alpha, descriptive statistics as mean values and frequencies while analysing women's volleyball customers as respondents.
Literature review. The purpose of this section is to reveal customer's performance and customer behaviour that are related to the creation of sports organizations image according to the scientific literature review. Thus, firstly there is defined the concept of the image. Secondly, there is discussed the factors of the image and as one of the essential factors' consumer behaviour. Thirdly, there are revealed aspects of consumer behaviour that makes difference to the image of sport's organization. In scientific literature could be found several different definitions of organization's image. According to Busu (2013) , the image is related to the organization's appearance and the network of relationships where it is created. The larger is the organization, the more activities it is performing, thus its image more depends on the relationship organization is able to create (Busu, 2013) . There could be said that the image is networking and relations through other scientists (Upamannyu, Sankpal, Gupta, 2015) maintain that the image of an organization is a picture of an organization that is formed in the minds of different members of the society. Thus, there could be stated that the image is the picture created by members of the society. Sarstedt, Wilczynski and Melewar (2012) defined the image of the organization as the result of the overall impression left by consumers in their minds, as a result of the accumulated feelings, ideas and experience of the organization, which is stored in memory and translated into positive or negative meaning (Sarstedt, Wilczynski, Melewar, 2012) . Accordingly, there could be stated that Sarstedt, Wilczynski, Melewar (2012) and Upamannyu, Sankpal, Gupta (2015) definitions are kindly similar because all of them are talking about people's perception of an organization. People tend to think and analyze just the objects that they are interested in. There could be assumed that people in the image definitions are consumers of an organization or sport's organization. Analysing chronology of definitions (Table 1) there could be stated that organizations image is the certain moment or a picture of the organization that is created by the members of society: customers, competitors, suppliers, employees and other interest groups. The overall impression made by the organization on its influential groups.
Influential group
Maščinskienė, Kuvykaitė (2004) It is a collection of unique associations that are formed at a certain moment in the minds of consumers. These associations represent what the current or potential user can expect from the organization's goods or services. Upamannyu, Sankpal, Gupta (2005) An imaginary organization image that is formed in the minds of different members of society.
Consumer
Different members of the society Smolen, Pawlak (2006) A set of opinions shared by the organization's customers and other entities directly or indirectly related to the organization, and its staff.
Customers and other entities
Price, Gioia (2008) It sends or receives perceptions of internal or external groups about a particular organization.
Internal or external groups Ko et al. (2008) It is the impression of a specific segment of society about a particular organization. The image of a sports or sports organization has the potential to influence the behaviour of all people involved with the sporting organization.
A specific segment of society Atkočiūnienė, Boculo (2011) It is a purposefully created or spontaneous derived form that reflects a particular object in the minds of people.
People Sarstedt, Wilczynski and Melewar (2012) This is the general impression left by the consumer, as a result of the accumulated feelings, ideas and experience of the organization, which is stored in the memory and transferred to a positive or negative meaning.
Consumer
Obamiro, Ogunnaike, Osibanjo (2014) It is an impression perceived by the target groups. The image is an organization's communication function or common transaction signals that identify the perception of the organization by customers, employees, the state, competitors, suppliers, potential employees, and other stakeholder groups.
Target group: customers, employees, the state, competitors, suppliers, potential employees, and other stakeholder groups Upamannyu, Sankpal, Gupta (2015) It is a picture of an organization that is formed in the minds of different members of society.
Members of the society
Sources: compiled by authors on the basis of Christensen, Askegaard (2001), Maščinskienė, Kuvykaitė (2004), Upamannyu, Sankpal, Gupta (2005) , Smolen, Pawlak (2006) , Price, Gioia (2008), Ko et al. (2008) , Atkočiūnienė, Boculo (2011), Sarstedt, Wilczynski and Melewar (2012) , Obamiro, Ogunnaike, Osibanjo (2014) , and Upamannyu, Sankpal, Gupta (2015) .
It is important to mention that the image of an organization is an inherited object that is passed from generation to generation (Smolen, Pawlak, 2006; Rindell, Edvardsson, Strandvik, 2010; Busu, 2013) . The definition of the image is not static, and it evolves over time. It means that the definition of the image can expand in various directions.
The analyses of the organization's image showed that the organization's image is influenced by various members of the society and vice versa these people are related to factors of organization's image too. Sarstedt, Wilczynski and Melewar (2012) have a different opinion about the form factors of the image. Some of them state that the image of an organization depends on leader's vision, formal organizational politics strategy, organizational culture, and identity of organization (Sarstedt, Wilczynski, Melewar, 2012) . Others (Iconomescu, Mindrescu, Badau, 2014; Upamannyu, Sankpal, Gupta, 2015) declare that the core root of the image in an organization is a product or a service and their quality, relations with customers, social responsibility and ethics, the environment of an organization, and public relations. All these core root elements of the image in an organization could be divided into product-related and non-productrelated attributes. Blanka, Koenigstorferb and Baumgartnerc (2018) stated that both product-related and non-product-related attributes are important recognizing sports team brand and its image. Product-related attributes in sport are such as the success of the players. Non-product-related attributes are such as play halls and these attributes do not contribute to team performance but still impact the brand and its image (Blanka, Koenigstorferb and Baumgartnerc, 2018) .
Tabatabaeian, Khabiri and Rasooli (2018) discussed that the image of the sports team is created in the mind of the customer according to his/her preferences, needs for purchase and loyalty to the brand. This creates a dynamic relationship between the sports team and the customer. Development of this relation forms a stream for self-efficacy, self-esteem and self-knowledge (Tabatabaeian, Khabiri, Rasooli, 2018). These aspects are essentially creating social relation with customer and forming the image of sport's team. Huang, Yen, Liu and Huang (2014) identifies the organization's image with eight factors that influence its formation, such as respect, professionalism, success, due appreciation, stability, reliability, firmness, and consumer care. One of the key factors in assessing the image of the organization is the quality of service. Yoshida (2017) marks an importance of understanding the quality of a sports consumer experience while developing the sports team brand as customer relates the quality in the sport with athletes' behaviour as a professional performance. Quality in the sport for customer occurs immediately after the service (Yoshida, 2017) . Thus, only by understanding consumer needs and improving services will a positive image of the organization be gained, which will encourage consumer loyalty.
The organization's image may be positive or negative, false or fair, favourable or unfavourable (Moguluwa, Achor, 2012) . What the organization does is reflected in its image and reputation. The image of an organization must be closely related or affected (positively or negatively) according to how the public perceives or sees the mission of the organization, culture or lifestyle, public relations (Moguluwa, Achor, 2012) . It is important to pay attention that sport's organization is exclusive, and it has inherent specific stakeholders. There is known that a product has its customer target group thus sport has its fans, watchers, or followers (Robinson, France, 2011 ) that could be described as customers. Every sport's organization has to manage unique features of its business or sport's production and various participants in the market. Thus, the most important factors, that form and strengthen the image of sport's organization, are sport's organization players, their results and events of this sport's organization (Virvilaitė, Dilys, 2010) .
These three factors depend on investments. Sport's teams are financed by many organizations that have a target to become known in the market through sport. There is the relation between the sport's team and its society. The society of sport's team consists of two groups: one group is customers (fans) and another group is stakeholders directly or indirectly connected to sport's team and its environment (Robinson, France, 2011) . Thus, the society of sport's team becomes essential key getting investment for sport's team and important part creating the image of sport's team. Every organization has its specific customer which scope should be determined, analysed, and applied to strategical issues of organization management (Petkovic, Jasinskas, Jeseviciute-Ufartiene, 2016). There is important to find out how consumers develop a connection with specific sports organizations (Acimovic et al., 2013) . This process includes the examination of how individuals build psychological connections with their teams, the Marketing and Management of Innovations, 2018, Issue 4 183 http://mmi.fem.sumdu.edu.ua/en importance of specific social factors such as the team's performance and characteristics, family socialization, peer socialization, geographic location of the individuals and the importance of media (Keaton, Watanabe, Ruihley, 2015) . Specifically, it has been noted that the antecedents of team identity can influence the connection and involvement a fan has with a sporting entity. Katz, Ward and Heere (2018) stated that the interpersonal relationships among fans may be more predictive of attendance behaviours than the well-studied individual-level attitudes. Relation of customers' attitudes is useful for understanding the performance, behaviours and beliefs and integrates individual and network level attributes. Thus, the behaviour of sport's customers (fans) could be thoroughly perceived (Katz, Ward and Heere, 2018) . Sarstedt, Wilczynski and Melewar (2012) state that there is the relation between the image of the organization, its reputation, satisfaction of customers, and their loyalty. According to Ζetou, Kouli and Psarras (2013) , there is the relationship between customer's loyalty and targets of sport's organization. These targets are part of such tasks as growing the price, raising incomes, reducing costs and formatting a positive image of the organization. The customer's loyalty is assessed counting two factors: customers' frequency participating in the sport's events and customers opinion to certain sport's team and their reasons to attend events of this sport's team.
Sport's events attract customers (fans) and strongly influence the image of the sport's organization. Upamannyu, Sankpal and Gupta (2015) maintain that participation in the sport's events is related to positive emotional experience and feelings of customers (fans). Furthermore, Lee, Kim, Heere (2018) researched 7 emotional dimensions of customers' feelings such as connectedness, elation, competitiveness, surprise, anger, unhappiness, and worry. The results showed that all emotional dimensions are related to the team's brand, except anger, that had a dual (positive and negative) impact (Lee, Kim, Heere, 2018) . This knowledge becomes even more important if we consider that various sport's events attract stakeholders. They found that all customers' emotional dimensions are related to the brand of holders (Alexandris, Kaplanidou, 2014) . The manner, in which customers (fans) come to identify with their favourite teams, influence relation to the team, which then has a direct association with emotional outcomes and psychological effects (Upamannyu, Sankpal, Gupta, 2015) . In essence, the development of a fan's interest in a team (including but not limited to family socialization, geography, team characteristics, athletic performance, or media) drives how and whether they think about, attend, and react to their favourite team's performance (Keaton, Watanabe, Ruihley, 2015) .
For organizations to understand the behaviour of individuals there is a need to consider the motivations and outcomes which could potentially influence them to play sports related purchases and consume sportrelated media. Thus, there is a need to try and to identify behavioural, cognitive, and psychological factors that push individuals to identify with organizations, and thus help motivate them to consume sport (Keaton, Watanabe, Ruihley, 2015) . According to Upamannyu, Sankpal and Gupta (2015) , the image of the organization is based on physical and behavioural characteristics. Physical features include the name of the organization, the structure, the variety of products and services. Behavioural features include impressions of communication quality communicated through interaction with clients. The image of the organization has two main factors: first, it is a functional factor (Palacio, Meneses, Perez, 2002 ) that includes material properties, and the other is emotional (Palacio, Meneses, Perez, 2002; Veljkovic, Petrovic, 2011) , related to the psychological aspects, which manifest itself in assessing the feelings and attitude of the organization (Richard, Zhang, 2012) . Perception of psychological aspects supports the idea that managers of sport's teams should pay more attention to the creation of a long-term relationship with customers (fans) and less attention to advertising and looking for sponsorship (Mašala et al., 2009 ). Thus, public long-term relations while creating positive emotions during sport's events becomes essential for creating and forming the image of the sport's organization. Accordingly formed image would form way formed image would attract investors.
Research methodology. As the image of volleyball team is assumed and assessed according to its customers' opinion (Yeo, Goh, Tso, 2011; Huang et al., 2014) the respondents of the research were chosen fans of Lithuanian women volleyball competition. As in Keaton, Watanabe and Ruihley (2015) research, customers are more influenced by family when choosing a favourite team. Customers' interest in women's volleyball is personal and influenced by family culture. Thus, there could be stated that respondents were deeply introduced with this game and its management. For this reason, they were assumed as experts of women's volleyball. The research questionnaire was made from 14 questions gathered from different scientific researches: 1. Demographic questions were chosen according to Zapalac, Zhang and Pease (2010) offered customers' segmentation by age, gender, education.
2. Factors that show customers engagement to watch the competition of women's volleyball team as the loyalty of customer (Zapalac, Zhang, Pease, 2010; Ζetou, Kouli, Psarras, 2013) .
3. Questions that allow finding out the customers' opinion about volleyball's image in Lithuania (Virvilaitė, Dilys, 2010) .
Questions were formed using the Likert scale from '1' to '5' where '1' had meaning of 'totally disagree' and '5' had meant 'totally agree' that is the most often used by other researches (Yeo, Goh, Tso, 2011) . The sample size was counted according to Lithuania situation that during women's volleyball competition in the hall there are about 150 fans. Using 95% of confidence level, 5% of errors and 50% of response distribution, the sample size was 109 respondents. There were gathered 112 filled questionnaires. 0.919 Cronbach Alfa of the questions (excluding demographic data) shows the credibility of the made research.
Research results. Demographic data of the research shows that women's volleyball customer is a young (18-29-year-old) single educated person, either men or women. The research results showed that 63% of respondents watch women's volleyball because they are playing themselves this game at the moment and 18% of them used to play this game couple years ago or in their childhood (2%) or are learning to play this game now (3%). Another reason why respondent became the fan of women's volleyball is that his/her family member (5%) or friend (2%) is playing in the team. Just 2% of respondents mentioned that they do not have relation themselves with the volleyball gameplay. Customer loyalty is related to the image of the sport's organization or team. Thus, looking at the research results ( fig. 1) there could be stated that customer of women's volleyball is a very active fan at home hall because 30% of them watch the competition 1-3 times a week, 32% of them watch it 1-3 times a year. respondents watch the volleyball game through TV just 1-3 times a year and just 6% of them watch it 1-3 times a week. Usage of the internet is more popular watching women's volleyball ( fig. 1.) but still watching the game at the home hall or even at the hosting hall is more popular. Thus, the place and the view of hall might be important gaining satisfaction of women's volleyball customer.
Customer loyalty and thus attractiveness to be part women's volleyball team could be caused by different reasons. The research data show (fig. 2) that the most important reason to become a fan (customer) of women's volleyball is a close relation of the person to women's volleyball players or their teams. According to research data, it is very important for the customer to get 'Possibility to watch the game for free' (mean value is 4.12) and this is true if we count that respondents declare watching the competition as 'a good way to spend time' (mean value is 3.92).
Figure 2 -Factors that show customers engagement to watch the competition of women's volleyball team as the loyalty of customer (mean values) Sources: compiled by authors on the basis of the research data
It is not very important who is playing volleyball women or men because the mean value of the reason 'a will to maintain women's sports teams' is just 3.47. At the same time the research results show and confirm that customers are not very interested in watching volleyball on the TV (mean value is 2.72) or they are not influenced by adverts (mean value is 2.61) or by their friends (mean value is 2.54). The research data shows that respondents assessed dissemination of information just 3.67 (mean value from fig. 3) . From figure 2 we have information that respondents are not influenced by the advert. According to these two results and respondents' opinion that Lithuanian women's volleyball is not loved by society (mean value is just 2.71 in fig. 3 ), there could be stated that women's volleyball is not very popular sports game among Lithuanian people. Thus, Lithuanian women's volleyball image has to be improved and firstly paying attention to customers' behaviour. The research data showed ( fig. 4 ) that respondents relate the image of women's volleyball with sports results (mean value is 4.60 in fig. 4 ), athletes (4.37), sponsors (4.36) and public relations (4.29). Thus, there could be stated that the achievements of athletes, club sponsorship and public relations strongly affect the image of women's volleyball. Management of sport's organization (4.16), sports equipment (4.08) and sport's halls (4.04) are forming the image of women's volleyball more than the culture of sport's organization (3.71 in fig. 4 ). Respondents evaluated statement 'Lithuanian women's volleyball teams have a high-level players' just as partly consistent (mean value 3.64 in fig. 3 ). But the strong and statistically important Pearson correlation (0,746 when the correlation is significant at the 0.01 level) between this statement and the image of women's volleyball showed that high scored players of women's volleyball are important purposefully attracting customers and improving the image of women's volleyball.
Figure 3 -The customers' opinion about volleyball's image in Lithuania (mean values)
Discussion. Research results confirmed Blanka, Koenigstorferb and Baumgartnerc (2018) statement that both product-related and non-product-related attributes are important recognizing sports team brand and its image. Emotional relation of the customer with the team athletes as a product-related attribute (Blanka, Koenigstorferb, Baumgartnerc, 2018) was identified. The results of the research showed that the main customers of Lithuanian women's volleyball are retired professional players of volleyball and their family members and these results confirm the research results found by Keaton, Watanabe and Ruihley (2015) . It could be stated that the customer of women's volleyball is emotionally related with this kind of sport as it is analyzed as one of the important factors influencing customer behaviour (Palacio, Meneses, Perez, 2002; Veljkovic, Petrovic, 2011) . There could be stated that the image of women's volleyball could be improved by creating a deeper relationship with the customer and expanding the number of customers who would be emotionally related to this sport. The research results in this article are very similar to the research made by Zapalac, Zhang and Peace (2010) research results showed that the customer of women's volleyball feels strong relation with the team. As it was found in the research results (Lee, Kim, Heere, 2018) sports consumers are attached to their teams. Positive brand emotions are at the heart of the consumer meanings (Lee, Kim, Heere, 2018) . Thus, recognized emotional connection between customer and women's volleyball team kindly supports that the strength of women's volleyball image is related to the positive emotions of the customer.
The research results in this article on some aspects are similar to the research made by Zapalac, Zhang and Peace (2010) . In both types of research respondents outlined as the most important aspects to watch the women's volleyball game such as 'likes to watch the competition of volleyball' and 'possibility to watch the game for free (see table 2 ). It is interesting to mention that Lithuanian respondents less than respondents of Zapalac, Zhang and Peace (2010) were interested in women's volleyball because of 'A will to maintain women's sport team' and more interested because of 'a will to maintain a familiar player' or 'Respondent is or was volleyball player'. Thus, it could be stated that Lithuanian women's volleyball is very emotionally related to its customer. Importance of sport's hall identified as a non-product-related attribute (Blanka, Koenigstorferb, Baumgartnerc, 2018) in the research results. The research results in this article are very similar to the research made by Ζetou, Kouli and Psarras (2013) because in both types of research were found that home hall to watch the game is more popular than the outbound competition. Scientists (Palacio, Meneses, Perez, 2002; Zapalac, Zhang, Peace, 2010; Veljkovic, Petrovic, 2011; Ζetou, Kouli, Psarras, 2013) recommend working on creating close, deep and strong relationships between customers and playing the team with the purpose to develop the image of sport's organization. This factor is identified as specific to an image of a sport's organization. According to research data (see fig. 4 ), smart management of women's volleyball could improve the image of Lithuania women's volleyball. These research results are related with the statement of Mašala, Šunje, Rado and Bonacin (2009) that a proper management and purposeful development of the management model of a sports organization can become the main factors in the success of a sports organization. Furthermore, Smolen and Pavlak (2006) point out that the positive image of the sports organization is necessary in order to gain a competitive position in the sports market. Professionals who are well-versed in the sports market need to plan and create a sports organization's image in a systematic and continuous way. Sources: compiled by authors on the basis of the research data and Zapalac, Zhang and Pease (2010) Conclusions. The examination of consumer (fan) behaviour has been considered an important part because it is noted that understanding how individuals behave in their consumption patterns can allow organizations to behave in a more strategic manner. The article research results showed that customers are active when the volleyball team is playing at home hall and their activeness is related to the volleyball team, players, and facilities of watching environment. Thus, customers (fans) are the very important creating image of women's volleyball. According to the respondents' opinion there were found very strong and statistically significant correlation among the image of women's volleyball and several factors as sport's events, sport's facilities, and team players. The value of these factors is important to customers. Thus, improvement of sport's events, sport's facilities, and team players would create higher value for women's volleyball image. The results of the research showed that the main customers of Lithuanian women's volleyball are retired professional players of volleyball and their family members. Even more, the comparison of the research data with the similar researches revealed that the image of women's volleyball as the image of any sport's organization is strong emotional relation between sport's team and its customers. Thus, development of this relation could improve positively the image of women's volleyball in Lithuania.
